The present study aimed to explore whether personality traits infl uence buying behaviour and if this infl uence differs depending on a different culture. The author focused on a crosscultural investigation of Poland and the UK. Data were collected via an online questionnaire which measured personality traits, consumer purchase behaviour and the meaning of branded products for 525 participants. The results show signifi cant relationships between personality traits and both, consumer shopping styles and the way individuals perceived branded products.
INTRODUCTION
New markets are emerging in the global marketplace and existing markets are becoming increasingly fragmented as they split along subcultural and ethnic lines, therefore the managers of marketing campaigns are aware that they need to adapt to the new reality by running different marketing campaigns in different regions in an attempt to tailor their campaigns to meet the demands and preferences of different consumers (Melgoza, 2016) . Strizhakova, Coulter and Price (2008) developed a scale that measures the meaning of branded products to different consumers. They examined previously conducted research in an attempt to relate the relative signifi cance of branded products to various parameters such as: national traditions, group-identity, quality, family traditions, moral values, social status and self-identity. The results of this research provided us with information about how consumers in various countries relate to branded products (Gobé, 2001) .
Moreover, market research indicates that consumers make purchasing decisions that are based on a diversity of decision-making processes: starting with the need/problem recognition, an information search, followed by the alternatives evaluation, purchase decision and fi nally postpurchase refl ection (Mitchell et al., 1998) . These processes in turn are based on a "consumer personality" which is an extension of the basic personality as it is described in the academic discipline of psychology. Sproles and Kendall (1986) found a way to reconcile the concept of personality in psychology with the consumer personality. Their Consumer Style Inventory (CSI) effi ciently describes and matches the key characteristics of consumers with specifi c, unique shopping orientations for personal products. They classifi ed eight different decision-making styles. (Sproles & Kendall, 1986) .
Although, there are some studies comparing the buying behaviour across countries, (BartosikPurgat, 2014; Visa UK, 2006) , to the best of our knowledge there is a lack of signifi cant research work investigating the cultural aspects of consumer behaviour and the way in which personality traits infl uence it, specifi cally between Poland and Britain. The present study will add to the literature in a signifi cant way by investigating the extent to which personality traits may have a role to play in the conclusions that consumers' reach about various products and the way they purchase them and furthermore how these personality traits are affected by the prevailing consumer culture in two different economies. (Dąbrowska, 2008) .
LITERATURE REVIEW

Cross-cultural buying behaviour
Culture is a shared experience that includes a wide variety of factors that infl uence the individual and shape society as a whole, these factors include: knowledge, beliefs, values, and customs. Human beings learn how to behave within their individual cultures; a great deal of this learning process takes place at the subconscious level. Cultures never remain the same, they change over time, but their central values are durable enough to be handed down from generation to generation, these values are not mere opinions, they are not due to the prevailing conditions, they are rather "an integral part of the consumer" (De Mooij, 2011) . The Hofstede (1970) dimensional model of national culture is a very useful way to examine cross-cultural consumer behaviour. The fi ve dimensions are as follows: Individualism/Collectivism, Power Distance, Masculinity/Femininity, Uncertainty Avoidance and Long/Short-Term Orientation.
The power distance (PD) dimension is defi ned as the degree to which less powerful members of a community accept the status quo of an unequal distribution of power. Polish society is notably hierarchical. This means that by and large, people accept their place in society and do not feel the need to demand any justifi cation for the hierarchical order. (Boski, 2010) . In contrast, British people generally believe that inequality should be kept to a minimum. In cultures that have a high power distance index, almost everyone knows their place in the social hierarchy and accepts their station in life. The concept of generally accepted societal hierarchies is important when it comes to understanding the infl uence of global brands. When the power distance index is high in a particular culture, one's social status must be obvious to others so that everyone knows who to respect (Hofstede, 2007) . conservatism, and a strong sense of personal responsibility. A short-term orientation, tends to induce personal stability and steadiness through a strong sense of continuity and the chase of pleasure and happiness rather than the pursuit of contentment. Long-term orientated societies tend to invest in the future. In this dimension Poland achieved a low score of 38, this means that it is more traditional than pragmatic. They show a great respect for heritage and traditions, they do not tend to save for the future, and there is a focus on making small changes to achieve quick results. (Boski, 2010) Britain achieved a score of 51 in this dimension, this intermediate result means that a leading preference in British culture cannot be established.
Recent research were carried out in order to fi nd a personality-trait model that can be adapted to collectivistic cultures. Application of the NEO-PI-R model among American and Chinese population, differences yielded a series of varied interesting results. (De Mooij, 2011) . Cultures with a high score in Masculinity, which represents a focus on the ego and earning money also scored highly in Neuroticism, whereas Femininity is more related to an empathy with people and an interest in relationships. Cultures with strong Uncertainty Avoidance also achieved a high score in Neuroticism. A high extraversion level was found in individualistic cultures, which place a higher value on more independence, diversity and joy rather than on duty and strictness. Cultures with high Masculinity score and low Power Distance scores also achieved high scores in Openness to experience, which show that the culture values independent thought. Low Uncertainty Avoidance also correlated with Agreeableness, which can be found in cultures with High Tolerance. Conscientiousness also correlated well with a high Power Distance score. Different values and attitudes lead to a specifi c way of shopping (e.g. smart shopping) and the culture that we live in forms those values and attitudes, therefore culture can be used to explain consumer behaviour (Hofstede, 2011) .
Consumer decision making styles-Consumer Styles Inventory (CSI)
Numerous studies have been conducted in order to distinguish consumer profi les since the 1950's (Kozhevnikov, 2007; Riding et al., 1991) . These studies have produced a variety of opinions with regard to the main factor that infl uences the way in which we make decisions. Marketers are concentrating on attempting to identify the external factors which might lead consumers to decide to shop. Psychologists take a different approach, they are more concerned on the internal factors which infl uence consumer behaviour, so they concentrate on trying to unlock the secrets of the personality. Sproles and Kendall's (1986) CSI effi ciently describes and matches the key characteristics of consumers with specifi c, unique shopping orientations for personal products. This research team believes that consumer decision-making patterns are, in effect, mental orientations that characterize the manner in which consumers approach the process of making purchasing decisions. They found a way to reconcile the concept of personality in psychology with the consumer personality, the results of their work have been relatively effective in explaining the ways in which consumers make decisions in different situations. They classifi ed eight different mechanisms of decision-making, which are categorized as follows:
Brand conscious consumer
Brand conscious consumers prefer bestselling brands with higher prices, for them the more high-priced and well-known brands guarantee quality. According to Fernandez (2009) Generation Y (people born during 1980s and early 1990s) uses branded clothes as a way to tell the world that they belong to a particular group, or at least that they aspire to belong to it. In this context, branded clothes are displayed rather than just worn, it is used to project a positive image, it is a badge of success. Aaker (1997) has taken the novel approach of giving brands a human personality in order to defi ne them, brands can be divided into fi ve brand personalities, each personality has Journal of Marketing and Consumer Behaviour in Emerging Markets 2(6)2017 a range of human characteristics that are linked to it. The fi ve brand personalities are as follows: competence (assertive, smart, calm -this is related to Conscientiousness), sincerity (authentic, straightforward, honest -this is related to Agreeableness), sophistication (attractive, seductive, this is related to affl uence and status), excitement (adventurous, exciting, modern -this is related to Extraversion) and ruggedness (enduring, masculine). Brand choice is driven by the powerful personality of the brand (Guthrie et al., 2008) .
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Novelty-fashion conscious consumer
These consumers want to keep up to date with the latest trends, this aspect of consumerism is of paramount importance to them. They seek variety and derive a sense of pleasure when they fi nd a new style. (Chang et al., 2004) Fashion-conscious shoppers have been used in a variety of studies to predict the shopping patterns of others with regard to adopting newest styles of fashion. One particular new style of fashion called eco-friendly was investigated by Gam (2011) . This study indicated that individuals who are up-to-date with newest fashion read a lot of fashion papers on a regular basis, at the time the magazines were discussing the advantages and benefi ts of eco-friendly clothing, therefore the readers of these magazines tended to try out new fashion items sooner than other consumers. They were more eager to accept eco-friendly fashion as a new style.
High-quality conscious consumer, perfectionist
This consumer class search for the best quality in every product category. They shop carefully and compare products in order to gain the one that suits them perfectly, they are systematic rather than impulsive. Their quality ratings criteria of products differ. The quality of the product is usually the deciding factor that infl uences the formation of an opinion about the company, this is particularly the case when the consumer is unfamiliar with the brand. Fiore and Damhorst (2006) distinguished product attributes according to the way in which shoppers perceive quality, there are two distinct groups: intrinsic (inherent) and extrinsic (external). The intrinsic attributes of products are related to the nature of the product and therefore they cannot be modifi ed without changing the product itself. The most obvious intrinsic attribute of a product is its physical appearance. The extrinsic attributes of products involve the ways in which the product is perceived due to external factors such as the brand name and the level of advertising. Consumers who usually depend more on the extrinsic attributes of products while shopping are usually less experienced with the products than shoppers who are aware of their intrinsic attributes and therefore pay less attention to marketing campaigns.
"Value for money" -price conscious consumer
Consumers in this category are always trying to fi nd value for their money and they often prefer to pay sales prices. The study of Ram (2009) has indicated that individuals who tolerate higher prices are usually more utilitarian than recreational consumers. They pay a higher price for the sake of comfort and time saving, they often confi ne themselves to shopping in one store. In contrast, recreational shoppers enjoy taking the time to hunt for a good buy.
Recreational and shopping conscious consumer
Consumers in this category don not take shopping seriously, they usually shop purely as a recreational activity. Numerous studies have come to the conclusion that these consumers fi nd that the act of shopping gives them a sense of pleasure whether or not a purchase is made. These consumers derive a special pleasure from shopping for clothes. Hirschman et al. (1982) defi ned hedonic consumption as a type of buying behaviour that derives from fantasy, there are emotive aspects associated with certain products, this indicates that shoppers in this category are motivated by amusement. Chang et. al. (2004) suggest that hedonic goods involve the consumer at an emotional level and that variety-seeking behaviour produces hedonic shopping. Different types of product have different hedonic values. Fashion products which can have an almost infi nite variety, have a much higher hedonic value than utilitarian products such as cleaning supplies. It was also found that men tend to derive shopping satisfaction from the interior of the store rather than from the products themselves. By contrast, women derive a sense of satisfaction when their perceived needs are met, this may occur when kind and helpful personnel offer them a high level of service.
Confused by over-choice consumer
Consumers may feel tiredness due to the number of products on offer, the number of different brands and places from which they can be purchased, this may be overwhelming for some consumers and experienced as a sort of "information overload" which causes confusion. For this reason consumers in this category often have problems deciding so they choose the very fi rst product or service that meets their minimal requirements to save time rather than considering the alternatives.
Impulsive, careless consumer
These consumers do not believe in planning ahead and sticking to a budget. The behaviour of impulse buying is a result of the impact of marketing-mix strategy and the personal attributes and traits of the consumer (Gąsiorowska, 2011) . With regard to the fi ve personality traits of consumers discussed above; Neuroticism is positively correlated with a risk-aversive behaviour because it is linked to the feeling of anxiety, while Openness to Experience positively predicts impulsive behaviour (Dowd & McElroy, 2007) . A study conducted by Wang and Zhang (2010) , revealed a relationship between impulsive, careless buying and cognitive dissonance. Careless and impulsive consumers generally encounter less cognitive dissonance than consumers who carefully schedule their shopping trips. Very often impulsive shoppers are driven not by a logic but emotions that may change while they are shopping and affect their purchasing behaviour.
Habitual, brand-loyal consumer
As the name suggests these shoppers are usually loyal to particular favourite brands and stores. Bloemer's & Kasper's (1995) study has indicated that brand loyalty and repeated purchases are not the same thing, because the latter does not necessarily include any serious degree of commitment. Brand loyalty may be subdivided into spurious and true brand loyalty, where true brand loyalty is a product of psychological processes in which commitment is involved. Whereas, spurious loyalty is merely the result of such an unconscious bond, it is not built on any real devotion to the product or brand. The truly loyal buyer will typically purchase the same brand repeatedly due to the strong dedication that he has to the brand. In contrast, the spuriously loyal consumer may only choose to purchase the same brand over and over again because he perceives this activity as a way to save time and avoid the risk involved in making an unknown choice.
Consumer decision making and personality
The Big Five model is a widely used approach to the study of personality traits. The model has allured the interest of numerous researchers from many disciplines like sociology, management or marketing due to its capacity to help to explain seemingly irrational human behaviour. Personality is the refl ection of subtle individual differences between people. It is a powerful concept because it allows us to categorize buyers into various groups based on one or more personality traits. Almost everyone shares their personality traits, the combinations of personality traits are unique to the individual rather than the traits themselves, otherwise it would be impossible to classifi ed consumers into different categories. Unlike other aspects of behaviour, personality is usually enduring and consistent. Even though marketers cannot alter the personalities of consumers to persuade them to buy their products, if they are aware of which personality-characteristics have an impact on specifi c consumer reactions and responses, then they can make an informed attempt to play on that essential traits deep-rooted in a chosen group of consumers to infl uence their decisions.
The literature of the "Big Five" factor model refers to fi ve factors in the human personality which consists of the following traits: neuroticism, extraversion, openness, conscientiousness and agreeableness. Openness is associated with a deep interest in novelty, style, and new ideas (McCrae and Costa, 1997) Extraversion indicates a sociability, confi dence in the future and ambition. Agreeableness exhibits an individual's humanity, benevolence, and willingness to cooperate in social interactions. Conscientiousness characterises a person who is dependable, trustworthy, determined and industrious (Martins, 2002) . Neuroticism is a negative state, it is linked to emotional instability which can lead to high level of anxiety and stress (Migliore, 2011) . People are complicated so depending on time and situation, they can refl ect all fi ve dimensions to a certain degree, but they may score higher on one dimension and lower on several others (McCrae and Costa, 1990) .
The Big Five Personality traits may be explained further by using real cases involving the analysis of consumer behaviour, the Extraversion means that the client is naturally outgoing, typically this kind of consumer likes to impress others (Lynn, 2008) . They are more confi dent than other consumers with different personality traits. They are also more sensitive to their environment, this is obvious because all of their emotions are openly expressed. Agreeableness, this personality includes a category of buyers who is easier to do business with. They are not so self-centred and easily accept the opinions or suggestions of other people. Conscientiousness, these consumers are careful, they are also much more likely take responsibility than other consumers. This type of personality is naturally assiduous and careful. In contrast to the sensitivity of the extraversion client, this is a category of consumers who possess emotional stability. Emotionally stable people think more rationally, they are adept at remaining in control in unfamiliar situations.
Due to the fact that personality is such a complex area, there is no consistency among researchers' studies on the association between personality and purchase buying behaviour. Various studies have found a relationship between product use and personality (Cleff et. al, 2013; Aaker 1997) , while others have not (Blackwell et. al, 2007; Crossby and Grossbart, 1984; ) . Even though the researchers have different opinions, there is some common ground, in most studies, for example, researchers have revealed that personality have a powerful infl uence over our intentions. (Hawkins et. al, 1995) . For instance, it has been noted that buyer personality forms an important part of the infl uences which act on the consumer as they evaluate different brands. What is more, Mulyanegara et. al (2009) in their research studies have found a compelling correlation between consumer behaviour and personality traits. They discovered that: "shoppers who refl ects a conscientious personality show a tendency to be attracted to 'Trusted' brands. On the other hand, extroverted consumers feel motivated by brands that they regard as "sociable". The literature also indicates that the neuroticism trait has a defi nite negative effect on decision making while the extraversion trait has a defi nite positive effect (Costa & McCrae, 1980) . For example, consumers experiencing high levels of neuroticism may need assistance to manage their levels of stress because consumers with high levels of neuroticism have a tendency to be nervous, tense, depressed and guilty and they also tend to have low self-esteem (McCrae & John, 1992) , these conditions clearly occur both before and after they make a purchase, perhaps surprisingly, even people with a relatively high level of education may suffer from this personality trait. On the other hand, consumers with a low level of consciousness along with a low level of education may have an issue with concentration and may have trouble positively interacting with others throughout the purchasing process. Moreover, various studies revealed that certain dimensions of the Big Five personality model (Conscientiousness, agreeableness and openness) show a positive correlation to knowledge-sharing intentions during the purchasing processes and web usage (eg. product information searches) (Cabrera, 2006) .
Although, as we can see, there is a wealth of literature exploring the ways in which consumers make decisions, there are, as yet, no studies that compare the role that personality plays in consumer behaviour among the citizens of Poland and Britain.
Meaning of branded products
The importance of branded products has been well documented over the last decade both by scholars (Aaker et. al., 2004; Holt et. al., 2004) and by people involved in the retail trade (Gobé, 2001) . The majority of the discussion related to brands has been focused on particular brands such as Marlboro or Nike. Several authors (Coulter et. al., 2003) , however, have examined the more widespread concept of the relationship that consumers have with branded products. Firms expand brands to make their products stand out, and brands also serve the needs of consumers. Branded products, in general, can be defi ned as "aggregate of consumers' perceptions, insights and feelings about the product's features and attributes and how it performs in real life, about the name of the brand and what it means to the consumer, and about the company related to that brand" (Keller, 2003) .
Strizhakova, Coulter and Price have developed a way to measure the meanings of branded products with a scale. Their attentive and coherent analysis of existing literature disclosed seven important meanings: quality as defi ned by an association with risk reduction (Tsai, 2005) , as well as brands that serve as intentional signals of social status (Coulter et al., 2003) , as a refl ection of the personality (Aaker, 1997) , as a mechanism for group formation through an association with other brand lovers (Bagozzi et al., 2001) , as associated with personal values and beliefs (Gelb & Sorescu, 2000) , as connected to both family traditions (Fournier, 1998) and national/ ethnic heritage (Kaynak & Kara, 1998) . Their investigation also revealed that the seven observed meanings can be summarized by just four meanings: 1. quality 2. personal identity (including self-identity, group identity, and social status) 3. values 4. traditions (including family traditions and national traditions)
Being a powerful signal to consumers, the quality and reliability of branded products have been one of the crucial selling features among many companies. From the sellers' perspective, many fi rms have built successful and prosperous brands based on an association with quality (Hellofs and Jacobson, 1999) . What is more, in the rapidly changing countries of India or Central Europe, quality is a powerful sign; individuals often favour foreign (usually Western) brands because these brands are considered as being of higher quality (Feick et. al., 1995) .
For companies, a principal feature of brands is also their capability to differentiate the product from among alternatively comparatively homogeneous goods; briefl y, brands try to create unique and specifi c identities for a company's products in its consumers eyes (Keller, 2003) . What is more, Levy's theory suggesting that branded products are symbols of the self, has started the discussion among many researchers about the ways in which individuals incorporate and use the meanings related with their branded products to communicate various characteristics of their identity (Escalas and Bettman, 2005; Levy, 1959) . Moreover, due to the fact that fi rms can produce an association with other owners or users of a certain brand, branded products are also a root of group-identity (O'Guinn & Muniz, 2001) . Branded products also have meanings that convey status, fi rms associate their products and brands to positions of higher social status. Hence, individuals buy high-status brands to boost and display the social class they belong to. Additionally, numerous studies reveal that consumers in developing regions/countries prefer foreign, most often, Western brands for the simple reason that these brands work as status symbols (Coulter et al., 2003) .
Moreover, many global and multicultural companies consciously attempt to relate their products and brands to the values, beliefs and interests of their consumers. Avon is an excellent case, with their campaigns dedicated to many women's matters, including the Avon Foundation Breast Cancer Crusade. In fact, as well as philanthropy associated with the companies and their noble values linked to the products and image, give them a powerful competitive asset and advantage. These fi rms believe that charity work is no longer just a preference or a choice, but a condition to arise in the modern marketplace and increase the brand loyalty among consumers (Barbaro, 2006) .
Furthermore, since many studies have documented the fact that particular brands can mirror a family traditions and memories, (Moore et al., 2002) , many fi rms have started to advertise brands as the refl ection of the family ties and tradition among the consumers to gain a strong and genuine attachment to the brand. Companies and buyers also relate brands to ethnic and national traditions (Penaloza, 1994) . Research has revealed the power of ethnic identifi cation by investigating the main reason of using the Spanish-speaking channels and buying national brands among Hispanic-Americans. (Deshpande et al., 1986) .
The application of the scale discussed above should provide global marketing managers with an indication of how individuals in certain countries project meaning onto branded products and this information should be used to consistently adapt communication and marketing strategies accordingly.
DATA AND METHODS
Research question
The current cross-cultural study aimed to investigate the infl uence of consumers' personality on shopping styles and how they perceived branded products. It is believed that this study may help to customize certain products and marketing campaigns taking into account people's personality and how it differs among countries. The key research hypotheses, therefore, include: H1: Poland scores higher on neuroticism than United Kingdom H2: Imagination/Intellect scores higher among British citizens H3: Extraversion scores higher among British citizens H4: Relationship between Polish and British citizens is different concerning the infl uence of personality on the shopping styles H5: Age, gender, education and income of consumers play a moderating role for the effect of personality traits on decision making styles among Polish and British citizens H6: Personality has an impact on our shopping styles H7. Relationship between Polish and British is different concerning the infl uence of personality on the meaning of branded products H8. Age, gender, education and income of consumers play a moderating role for the effect of personality traits on the meaning of branded products among Polish and British citizens H9: Personality has an impact on the meaning of branded products
Sample and procedure
Participants were recruited online via Prolifi cacademic.com (Prolifi c) and social networking sites (Facebook) over a 2-month period from July to September 2016. To access the study, participants had to click on a link which sent them directly to a secure online survey on the Qualtrics platform. An information sheet and debrief were included at the beginning and the end of the questionnaire. Respondents had to complete a questionnaire which measured their personality, consumer decision-making styles and the meaning of branded products, among other variables. Respondents who were recruited through Prolifi c were provided with a certain incentive to encourage them to take part in the survey (£1 per person). For the purpose of the research, participants who were citizens of the UK and Poland and over the age of 18 were the only ones included in the sample. All other nationalities were excluded from the research. Furthermore, taking into account that respondents were recruited from two different countries and thus, different languages and cultures, the questionnaire was adapted for both: English and Polish speaking participants. The translation had three stages: 1. Translation from English to Polish, retaining the semantic meaning of the items, not the literal meaning which sometimes might be confusing. 2. Back translation by a different person, from Polish to English, also retaining the semantic content. 3. Verifi cation of the back translation by an expert profi cient in English to confi rm that the questionnaire is essentially the same as the original.
The fi nal sample (N = 525) consisted of 264 British and 261 Polish citizens. The present study have gathered 156 females and 108 males among British citizens between the ages of 18 and 74, with a mean age of 34.6 (SD = 12.06) and 204 females and 56 males among Polish citizens between the ages of 18 and 64, with a mean age of 26.6 (SD = 8.14)
Measures
Consumer decision-making styles
The Consumer Styles Inventory (CSI) was used to assess consumer decision making styles, our dependent variable. An instrument developed by Sproles and Sproles (1990) is composed of thirty-nine items that cover the eight consumer shopping styles mentioned above. Thirty-one of the items were positively worded and eight were negatively worded. All items are scored on 5-point Likert-type scales ranging from strongly disagree (1) to strongly agree (5). Item scores are summed within each style separately to create combined scores for each style (Table 1) .
The meaning of branded products
The meaning of branded products was assessed with a 32-item measure developed by Strizhakova, Coulter, and Price 2008. The scale is created of six fi rst-order dimensions (selfidentity, group-identity, status, quality, values and traditions). Self-identity, group identity and status are measured by fi ve statements each and are grouped into the second-order dimension labelled as "Personal identity". Quality is measured by fi ve and Values by three items. Traditions covers facets of family traditions (fi ve items) and national traditions (four items). Each statement is valuated on a 7-point Likert scale. Respondents were asked to indicate their responses on a 7-point scale ranging from (1) strongly disagree to (7) strongly agree. Item scores within a dimension and can be summed and averaged to form a dimension mean score (Table 1) . 
Personality traits
The MNI-IPIP test was used (Donnellan et al., 2006) to measure personality among Polish and British citizens. This 20-items instrument measures the Big Five personalities: Extraversion, Agreeableness, Conscientiousness, Neuroticism, and Intellect/Imagination (or Openness). Respondents were asked to describe how accurately each statement describe them on a 5-point scale ranging from (1) very inaccurate to (5) very accurate. High scores point out that the individual has many traits which are similar to the traits measured by the subscale while low scores signify that the person does not have many traits which correspond to the traits measured by the subscale. Descriptive statistics for these scales are combined and presented in Table 1 . 
Control variables
Previous researches have revealed that education, gender and age are a key indicators of consumer decision making style and may infl uence buyers' shopping behaviour. (Fast et al., 2005) . Due to that information, the present study included those variables in a model to confi rm or reject that relationship with our dependent variables. Additionally, respondents were asked about their income to fi nd out if there is any correlation between these variables and buying behaviour among the participants.
Analytical Methods
The present study included three tests: MINI IPIP, CSI and The meaning of branded products scales, for which the value of Cronbach's alpha ranged from: 0.71-0.87, 0.55-0.86, 0.88-0.95. All scales were created by summing the responses (some questions were reversed). All hypotheses concerning the relationship between two scales (H6,H9) were verifi ed by testing the signifi cance of the Pearson's correlation. The relationship between the personality or shopping styles and the citizenship (H4,H7) was verifi ed by using the t-test for independent samples. It was used to compare the means and analyze if they are signifi cantly different from each other. based on independent data. T-test, as a parametric analysis, assumes that the sampling means are normally distributed and the variances are equal. (Field, 2012) First it was needed to check if the assumptions that underlies the t-test were true. To do that the Levene's test for homogeneity of variances had to be done. To avoid problems with the violation of assumption we used the Welch's t-test for independent variables. Hypotheses with moderators (H5,H8) were tested by using regression analysis, examining the signifi cance of the interaction.
RESEARCH RESULTS
Personality traits and citizenship
Firstly, three independent t-tests were run to check if personality traits differ between Poland and the UK and if were differences are signifi cant. It was found that Poland scored higher on Neuroticism (M = 13.44, SD = 2.93) than British citizens (M = 11.84, SD = 3.61), t = 5.35; p < 0.001, so H1 is supported. Although contrary to the second hypothesis (H2), the difference between Poland (M = 15.12, SD = 3.03) and the UK (M = 15.07, SD = 3.04) concerning Imagination/Intellect (or Openness) was not signifi cant, t = 0.195; p = 0.85. T-test also revealed, contrary to the hypothesis, (H3) that Extraversion scored higher among Polish citizens (M = 14.26, SD = 3.83) than Britons (M = 11.24, SD = 4.07), t = 8.39; p < 0.001.
Personality and shopping styles
Secondly, regression analysis was conducted to test the moderating effect of citizenship in the relation between shopping styles and personality traits among Poland and the UK. It could reveal if relationship between Polish and British citizens is different concerning the infl uence of personality on the shopping styles (H4). It was found that a citizenship is a moderator in the relation between the Recreational and Shopping Conscious style and Extraversion trait (p <0.01). Among Poles there is no signifi cant relationship between these variables (r = 0.10; p =0.15), whereas around the UK this relation is signifi cantly positive (r = 0.36; p <0.001).
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Paulina Wojciechowska 66 Additionally, another regression analysis was conducted to test the moderating effect of age, gender, education and income on consumers' behaviour in both countries. The main reason was to check if these variables play a moderating role for the effect of personality traits on decision making styles among Polish and British citizens. (H5) Results presented in Table 3 and 4 suggested that gender moderated the effect of Imagination/Intellect on the Habitual Brand-loyal conscious shopping style (p < 0.01). Among females there is no signifi cant Relationship between these variables (r = -0.01; p = 0.86), whereas among males this relationship is signifi cantly negative (r = -0.27; p < 0.01). Additionally, Pearson correlations were computed to investigate the relationship between personality traits and the shopping styles (H6). Pearson correlations revealed a signifi cant positive correlations between Conscientiousness and the Careful quality-conscious shopping style (r = 0.13; p <0.01, Table 5 ) and signifi cantly negative correlation between Conscientiousness and the Impulsively careless shopping style. What is more, there was no signifi cant correlation between Conscientiousness and Price-conscious shopping style (r = -0.01; p = 0.82, Table 5 ). Conducted study also revealed a signifi cantly positive correlation between Extraversion and Brand-conscious shopping style (r = 0.16; p < 0.001, Table 5 ) and negative correlation between this personality trait and price-conscious shopping style (r = -0.32; p < 0.001, Table 5 ). Additionally, Extraversion is positively correlated to the Impulsiveness-Careless shopping style (r = 0.25; p < 0.001).
Moreover, a signifi cant positive correlation between Imagination/Intellect and Novelty/ Fashion-conscious shopping style was also found (r = 0.09, p < 0.05, Table 5 ). The same personality trait is also negatively correlated to the Habitual brand-loyal shopping style (r = -0.10; p < 0.05, Table 5 ).
Contrary to the hypothesis, Pearson correlations revealed a signifi cant positive correlations between Neuroticism and the Impulsiveness/Careless-conscious shopping style (r = 0.19; p < 0.001, Table 5 ). Additionally, the present study also found a signifi cantly positive correlation between Neuroticism and the Confused by over-choice shopping style (r = 0.10; p < 0.05, Table 5 ).
Contrary to the prediction, Pearson correlation did not fi nd any evidence of a signifi cant association between Agreeableness and the Habitual brand-loyal shopping style (r = 0.00; p = 0.98) however, there was a signifi cant positive relationship between Agreeableness and the Recreational shopping style (r = 0.21, p < .001, Table 5 ) Habitual/Brand-loyal 0.11 * -0.00 0.01 -0.01 -0.10 * * p < 0.05, ** p < 0.01, *** p < 0.001.
Personality and the meaning of branded products
Further regression analysis was conducted to test the moderating effect of citizenship in the relation between the meaning of branded products and personality traits among Poland and the UK. The main reason to do that was to check if relationship between Polish and British citizens is different concerning the infl uence of personality on the way how consumers' perceive branded products (H7). The results suggested that citizenship is a moderator between the Traditions and Extraversion trait (p < 0.001). Among Poles there is not signifi cant relationship between these variables (r = -0.08; p = 0.27), whereas among the citizens in the UK this relation is positively signifi cant (r = 0.24; p < 0.001). Further analysis also suggested that citizenship moderated the effect of Extraversion on the Family Traditions (p < 0.001). Among Poles there is not signifi cant relationship between these variables (r = -0.08; p = 0.24), whereas among the UK this relationship is signifi cant an positive (r = 0.28; p < 0.001). Additionally, another regression analysis was conducted to test the moderating effect of age, gender, education and income on consumers' behaviour in both countries. It was done to check if these variables play a moderating role for the effect of personality traits on the way how consumers' perceive branded products (H8). Age appeared to have a moderating role on the relationship between Extraversion and Quality (p < 0.01). Although, moderating effect of age on the relationship between this personality trait and a particular branded product meaning seemed to be signifi cantly positive only among older individuals (p < 0.01), whereas among younger consumers this relation was irrelevant. 
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Figure 1
Moderating effect of age on the relationship between Extraversion and Brand Quality Another Pearson correlations were also computed to investigate the relationship between personality traits and the meaning of branded products (H9). Pearson correlations revealed a signifi cant positive correlations between Extraversion and the Personal-identity (r = 0.24; p < 0.001, Table 11 ) and signifi cantly positive correlation between the same personality trait and the Quality (r = 0.13; p < 0.01, Table 11 ). Contrary to the prediction, there was no signifi cant correlation between Extraversion and Values. (r = 0.07; p = 0.12, Table 11) .
What is more, a signifi cantly positive correlation between Conscientiousness and Traditions was also found (r = 0.09; p < 0.05, Table 11 ). Moreover, contrary to the hypothesis, any evidence of a signifi cant association between and Conscientiousness and Quality wasn't found (r = 0.01; p = 0.91, Table 11) .
What is more, Pearson correlation revealed no signifi cant association between Agreeableness and Traditions (r = -0.04; p = 0.402). Although a signifi cant positive correlation between Agreeableness and Values was found (r = 0.13; p < 0.01, Table 11), which matched the prediction.
Additionally, a signifi cant positive correlation between Imagination/Intellect and self-identity was found in the study (r = 0.13, p < 0.05, Table 11) but there was no signifi cant negative correlation between Neuroticism and Quality (r = 0.01; p = 0.86, Table 11 ).
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DISCUSSION
The current cross-cultural study aimed to investigate the infl uence of consumers' personality on shopping styles and how they perceived branded products. It is believed that this study may help to customize certain products and marketing campaigns taking into account people's personality and how it differs among countries. The present study revealed that The Big Five Personalities has an impact on consumers' shopping styles and the way how they perceive branded products, although, as a regression analysis showed, the moderating effect of citizenship seems to be signifi cant only between Extraversion and Recreational and Shopping conscious style as well as Family Traditions and Traditions factors and only among British citizens.
The study reported that Neuroticism scored higher among Poles than the UK. It is not surprising since the previous investigations revealed that cultures with strong Uncertainty Avoidance usually achieve a higher score in that personality trait. (The Hofstede Centre, n.d) Poles express a very high preference for avoiding uncertainty. As it was mentioned, countries that exhibit high Uncertainty Avoidance tend to have rigorous codes of belief and disapprove of unconventional ideas. The UK, being, in contrary, a low Uncertainty Avoidance Index country, are comfortable in situations of ambiguity, their most recent decision to leave the European Union is a case in point. Surprisingly, since Great Britain scored higher on the Individualistic dimension than Poland (The Hofstede Centre, n.d), in the study Poland also scored higher on Extraversion which is typical for Individualistic countries. It can be explained by the recent study conducted by Urban and Cybal-Michalska (2016) which reported an obvious shift of beliefs and values among youth in Poland towards individualism. Young people appreciate the individualistic values, such as autonomy and perpetration and declare a strong need for self-realization.
Results of the study also suggesting a positive effect of Conscientiousness on Perfectionist, Careful-quality and Price-conscious shopping style and negative correlation with the Impulsiveness-Careless and Confused by Over-choice style. It can be explained by the fact that this kind of personality is naturally assiduous and careful. In contrast to the sensitivity of the extraversion client, this is a category of consumers who possess emotional stability. (McCrae and Costa, 1997) . Hence, during shopping they carefully compare products in order to fi nd the one that suits them best. Careful-quality conscious customers are systematic rather than impulsive and they are aware what exactly they require from the products. The present study also confi rmed the theory about the sensitivity of the Extraversion consumers reviling that this personality trait is positively correlated to the Impulsiveness/Careless shopping style, Novelty/Fashion and Brand-conscious style and has a negative effect on the Price-conscious shopping habits. As it was mentioned, Extraversion means that the client is naturally outgoing and usually likes to impress others, so as Brand conscious consumers, who prefer bestselling and fashionable brands with higher prices. (Lynn, 2008) For them the more high-priced and well-known brands guarantee quality. Moreover, according to Fernandez (2009) Generation Y uses branded clothes as a way to tell the world that they belong to a particular group, or at least that they aspire to belong to it.
The results also suggesting positive effect of Imagination/Intellect on Novelty/Fashionconscious shopping and negative effect on Habitual Brand-loyal consumer style. It can be explained by the fact that this personality trait is associated with a deep interest in novelty, style, and new ideas. Imagination/Intellect is linked to extensive information searching and appetite for new sensations and experiences (Dowd & McElroy, 2007) . These consumers want to keep up to date with the latest trends, they seek variety and derive a sense of pleasure when they fi nd a new style. (Chang et al., 2004) The current study also revealed a signifi cant positive correlation between Neuroticism and the Impulsiveness/Careless and Confused by Over-choice shopping style. The reason for that can be the fact that Neuroticism is a rather negative state, which is linked to emotional instability. It may lead to high level of stress and anxiety (Migliore, 2011) that can be the reason of Impulsiveness/ Careless shopping behaviour. It can be assumed that purchase decisions of this kind of consumers are the consequences of their actual emotional and psychological state.
The conducted study also reavealed a signifi cant positive relationship between Agreeableness and the Recreational shopping style and negative effect on Price-conscious habits. It can be explained by the fact that agreeableness includes a category of buyers who is easier to do business with. They are not so self-centred and easily accept the opinions or suggestions of other people. Hence, they are more likely to buy certain products on guidance and persistence of seller or in adjustment to a spouse or friend (Whelan & Davies, 2006) .
As we can see, personality traits play a substantial role in consumers' purchase behaviour and the way how they shop, but this relations are not that straightforward. The analysis was extended to investigate a moderating role of citizenship, age, gender, income and education for the correlation between personality characteristics and consumers shopping styles. The results suggested that gender moderated the effect of Imagination/Intellect on the Habitual Brand-loyal conscious shopping style. Among females there is no signifi cant Relationship between these variables whereas among males this relationship is signifi cantly negative. It might be explained by the study conducted by Cross and Madson (1997) suggested that women and men create themselves variously. For instance, men have a tendency to be independent, which indicates that they mainly concentrate on their unique and distinctive attributes. On the other hand, females have a tendency to be interdependent, which implies that they are more socially-adapted and favour to grow up relationships and preserve closeness with other people.
Additionally, citizenship had moderated effect only of Extraversion on the Recreational and Shopping Conscious style. Although, among Poles there is no signifi cant relationship between these variables, whereas around the UK this relation is signifi cantly positive. The present study is the fi rst one also investigating an infl uence of personality traits on the way how people perceive branded products and what leads them to buy certain things. The results suggesting that Extraversion has a positive effect on Self-identity. It can be explained by the fact that people with this personality try to express themselves by wearing a certain clothes which refl ect their personality (Chang et al., 2004) . It was found that they also value Quality, thus, the more expensive and well-known products are their choice. The results suggested that during purchasing they also follow their Values. It might be due to the fact that they are more confi dent than other consumers with different personality traits and they are also more sensitive to their environment, so they usually freely manifest their beliefs and morals. (McCrae and Costa, 1997)
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Paulina Wojciechowska Quality has also been found to be positively correlated with Conscientiousness and negatively with Neuroticism, which is not surprising since consumers with this personality trait focus on their purchase products in order to fi nd the best quality choice. Conscientiousness has also a positive effect on Traditions. It supported the prediction, since these consumers are careful, they are also much more likely take responsibility than other consumers. They believe in justice, and like to treat people fairly, in return, they expect fair treatment (McCrae and Costa, 1997) . It might have an impact on their urge to care of certain morals and traditions. Like it was expected, Agreeableness has also a positive effect on Traditions. As it was mentioned above, these individuals easily accept the opinions or suggestions of other people, so they might be taught to cherish the tradition and pass it on further. (Whelan & Davies, 2006) . The results of the study also suggest that Imagination/ Intellect has a positive effect on Self-identity. It is not surprising since these consumers want to experiment and seek for variety. They are confi dent and not afraid of new experiences, concerning both, signifi cant life-changes as well as new identity or appearance (Lynn, 2008) .
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This part was also extended to investigate moderating role of citizenship, age, gender, income and education for the relation between personality traits and consumers shopping styles. Age appeared to have a moderating role on the relationship between Extraversion and Quality. Although, moderating effect of age on the relationship between this personality trait and a particular branded product meaning seemed to be signifi cantly positive only among older individuals, whereas among younger consumers this relation was irrelevant. This might be due to the fact that with age we are becoming more experienced and older individuals have a bigger knowledge about the shopping behaviour. They prefer to buy a better quality products which last longer than anything that just looks good and is fashionable at the moment. Additionally, citizenship had moderated effect only of Extraversion on the Traditions and Family Traditions. Although, among Poles there is no signifi cant relationship between these variables, whereas around the UK this relation is signifi cantly positive. In conclusion, we should bear in mind that consumer shopping styles have been studied across many different countries such as China (Tai, 2005) , United Kingdom (Mitchell & Bates, 1998) or Germany (Walsh et al., 2001) , and each of them revealed different shopping styles depending on the culture. Distinctive nature of Polish consumer might have an impact on the shopping styles recognized in this analysis.
Limitations and Future Research
The authors of Consumer Styles Inventory (CSI) suggested that these dimensions can be different depending on the brand or product classifi cation. The research did not specify a certain category and the context was general which could have some consequences for the results of the current study. (Sproles & Kendall, 1986) . Secondly, the respondents of the current study were recruited online via Prolifi cacademic.com and social networking sites and, since mainly young people use social media and earn money via online survey platforms, it might have infl uenced the sample. What is more, the data was collected over a 2-month period from July to September 2016. Collection of the data during the whole year could have produced different and more convincing results. We should also bear in mind that the way how we shop and behave in the market is not only a personality issue. Our decisions and shopping styles might also be infl uenced by many other personal or emotional factors and situations that we are currently in.
CONCLUSION
The current study aimed to investigate the infl uence of consumers' personality on their shopping styles and how they perceive branded products in the market. It focused mainly on crosscultural investigation between Poland and the UK. In order to investigate these relationships, extensive and broad literature concerning the buying behaviour was done and further analyses were carried out. The paper is divided into two main parts: in a theoretical one a relevant literature was briefl y described and the previous fi ndings were summarised and in the second part the results of the research was presented. The results show signifi cant relationship between personality traits and both, consumer shopping styles and the way how individuals perceive branded products. Personality traits were assessed by the MINI-IPIP test (Donnellan et al., 2006) , the 20-item instrument which measures the Big Five personalities. The buying behaviour was tested by two scales. The fi rst one was a 39-item Consumer Shopping Inventory (Sproles & Sproles, 1990) , which indentifi es eight shopping style dimensions. Another instrument was a 32-item the Meaning of Branded Products scale, (Strizhakova et al., 2008) presenting four dominant themes.
PRACTICAL IMPLICATIONS
Since individuals' behaviour derives partially from their personality, their behaviour as a consumer, which culminates in their purchasing decisions, can be traced back to the individual personality (Cleff et al., 2013) . Hence, the marketing/brand managers need to gain this knowledge and fi nd a way to adopt the personality theory in order to explore the consumers' behaviour and tailored their products and brands accordingly. Setting goals for the company's marketing require recognizing what the company actually wishes to be known for, and then spreading a coherent message across the world. Is the company sophisticated? eco-friendly? Innovative? or maybe with low prices? The character or personality of the company should refl ect the desires and values of the target group of customers. One of the ingredients of the successful brand is to keeping it updated with the newest style, trend and fashion. What is more, concerning the market 'Perfectionists', the quality of the product should also be permanently controlled in order to maintain a good reputation of the brand. In addition, for Price-conscious consumers a price of the products needs to be reasonable and affordable. But obviously we cannot satisfy everyone so at fi rst the company's profi le need be established so a marketing campaign could be planned accordingly to the target customers.
